The objective of this article is to shed light on the possible relations between previous events and the customer relationship quality and loyalty and a financial result indicator (lifetime revenue) on the predisposition to change mobile telephone operators. The study was carried out with a non-probabilistic quantitative framework and relied on the hypotheticaldeductive method. The data were obtained from a survey of 493 mobile phone users and were analyzed through a structural equation and logistic regression. The results partially proved the model proposed, because of the particularities of the groups analyzed. We confirmed (directly and indirectly) the premises of a positive and significant effect between Satisfaction, Trust and Commitment and their antecedents. Satisfaction and Loyalty were distinctive elements among the groups with lower propensity to change operators. These results demonstrate some particularities of this market, where consumers perceive supply as being homogeneous, a fact that stimulates the churn rate in Brazil.
INTRODUCTION
Concern over the relationship with customers, and consequently the value chain generated by them, is becoming stronger among medium and large companies, according to a survey conducted in Brazil in the first half of 2003 by the Peppers & Rogers Group Institute.
In search of differentiated attitudes and behaviors such as satisfaction and loyalty, with consequent higher revenue, many Brazilian firms have been investing to improve their relationship with customers.
To operationalize a study to illustrate this situation, we decided to investigate, under the prism of relationship marketing, possible relations between perceived quality and perceived value and the relationship quality, and the association of these, as well as loyalty and a financial result indicator in the mobile telephone sector. Besides this, we investigated the predisposition to change operators, through the use of logistic regression.
The literature on customer loyalty and satisfaction starts from the premise that a satisfied customer will make repeated purchases of the same brand, and that this loyalty translates into greater profits (Reichheld & Sasser, 1990; Fornell, 1992) . In the present study we relied on an adaptation of the structural model proposed by Prado (2004) on relationship quality, its antecedents and consequences, adding a financial result variable -lifetime revenue (LTR), and evaluated these constructs and the propensity to change operators expressed by consumers.
We chose the Brazilian mobile telephone sector as the empirical context for two main reasons: (1) this service lends itself well to a relationship study, because customers acquire a line and tend to use it for a medium or long period, and (2) the sector has been growing rapidly (153.7 million lines in the first quarter of 2009) and at the same time is subject to a certain degree of instability among consumers.
According to Teleco, the rate of changing operators, or the churn rate, ranges from 1.9% to 2.7% a month. Further according to information disclosed by Teleco, since the monthly average revenue per user (ARPU) among prepaid users (using calling cards) is as low as one-seventh that of postpaid subscribers, companies have begun to put more emphasis on attracting and keeping users with higher consumption, by offering plans with built-in spending controls that are intermediate between prepaid and postpaid calling. In this sense, we examined the propensity to change operators of consumers, in light of the evaluation of the BBR, Braz. Bus. Rev. (Engl. ed., Online), Vitória, v. 8, n.4, Art. 1, p. 1-22, oct. -dec. 2011 www.bbronline.com.br relationship quality and its antecedents, as well as the financial result declared by the customers.
LITERATURE REVIEW
In the literature review we focused on the constructs underpinning the relationship quality along with the antecedents and consequences related to this assessment, and from this formed hypotheses for the model under study.
ANTECEDENTS OF RELATIONSHIP QUALITY: PERCEIVED QUALITY AND PERCEIVED VALUE
Perceived quality depends on consumers' preferences and perceptions (Holbrook & Corfman, 1985) . According to Zeithmal (1988) , these perceptions change over time as a result of more information, increased competition and changing expectations. In this respect, the perceived quality can be defined as the judgment of consumers about the superiority or inferiority of the product or service from the standpoint of attitudes, or the difference between consumers' expectation and perception of the product/service. This expectation, in turn, can be defined as the desired or expected product/service (Zeithmal, Berry & Parasuraman, 1996) .
The term perceived value was used in various forms by Zeithmal (1988) in an exploratory study, leading him to suppose that the assessment of value is personal and idiosyncratic. Among the groups of responses, four stood out: (1) value is low price; (2) value is what I want from a product; (3) value is the quality I get for the price I pay; and (4) value is what I receive for what I give. Therefore, perceived value is the consumer's perception of the cost-benefit relationship obtained from a supplier.
According to the theoretical exposition, there should be a positive relation between perceived quality and value (Eggert & Ulaga, 2002; Marchetti & Prado, 2004 ). In the model proposed, we consider both as being antecedents of satisfaction, but the impact of quality on value, with respect to the cost versus benefit evaluation, is expected, so that:
The higher the perceived quality is, the higher the perceived value will be.
RELATIONSHIP QUALITY
Relationship quality is suggested by Henning-Thurau & Klee (1997) satisfaction and perceived quality, proposed an adaptation in the composition of this concept, formed by three variables: satisfaction, trust and commitment. We adopted this second composition in this study.
The concept of satisfaction commonly employed among authors in the area involves subjective comparison (or evaluation) of the expected and received levels of the experience with the good or service (Oliver, 1981; Bergamo & Giuliani, 2009; Barcelos, Baptista & Silva, 2010) , which is related to the paradigm of disconformity (Oliver, 1981) . The role of perceived quality as an antecedent of satisfaction has been recognized in the studies of Fornell et al. (1996 ), Jonhson et al. (2001 , Prado (2004) and Marchetti & Prado (2004) . In this context, we expect that:
H2: The higher the perceived quality is, the higher the customer satisfaction will be. Bolton (1998 ), McDougall & Levesque (2000 , Eggert & Ulaga (2002) , Marchetti & Prado (2004) and Bergamo & Giuliani, (2009) also have proposed the existence of a positive relation perceived value and satisfaction. Therefore our third hypothesis is:
H3: The higher the perceived value is, the higher the customer satisfaction will be.
Trust is treated with great importance in relationship marketing, since in its essence it implies the notion of confidence and reliability between the partners in a relationship (Garbarino & Johnson, 1999; Grönroos, 1990; Bergamo & Giuliani, 2009; Barcelos, Baptista & Silva, 2010) . Complementing this idea, Morgan & Hunt (1994) argue that this dimension exists in a relationship when one party believes in the integrity and responsibility of the other party to the exchange, and state that the global dynamic of the market brings some premises, such as being an effective competitor requires the company to be a reliable collaborator in the relationship network.
Commitment has been defined as the desire to continue a relationship, and is seen as a good indicator of lasting relationships between the customer and firm (Dwyer, Schurr & Oh, 1987 ). This variable is commonly studied in inter-organizational and intra-organizational settings (Mavondo & Rodrigo, 2001 ). Morgan & Hunt (1994) also refer to commitment as a belief that the exchange between partners in a relationship is just as important as guaranteeing the maximum effort to maintain it.
Satisfaction is viewed as one of the elements of the quality of the relationship, and considering the definitions of this quality (satisfaction, trust and commitment), it can be said that these are complementary. As in the empirical model of Prado (2004) H4: The higher the satisfaction is, the higher the trust will be in the supplier of the service.
H5:
The higher the satisfaction is, the higher the commitment will be to the supplier of the service.
The relation between trust and commitment is also indicated as relevant and positive in the studies of Morgan & Hunt (1994) and Bergamo & Giuliani, (2009) . Complementing this assertion, according to Achrol (1991) , trust is the greatest determinant of commitment in a relationship. Since the present study examines a highly competitive context (technological development, rivals with little differentiation in competitiveness, among other aspects), we expect this relation, besides being positive, will be an indication of stronger loyalty to the relationship. Therefore, our sixth hypothesis is:
H6: The higher the trust in the supplier of the service, the greater the commitment to it will be.
CONSEQUENCES OF RELATIONSHIP QUALITY: LOYALTY AND FINANCIAL

RESULT
Although this aspect has mainly been analyzed from a more operational perspective, where its concept has been associated with the question of renewed purchasing of a particular product or service (Yi & Jeon, 2003) , Oliver (1999, p. 35 ) attributes a deeper meaning to the judgment of the consumer regarding the best company: "(...) to become a loyal customer, he must believe that a company or its services continue to offer the best alternative". The author also indicates the prior need for trust and commitment to the relationship.
Another definition and classification of this variable can be found in the study of Dick & Basu (1994) , who discuss the concept of probability of buying from a determined supplier, in a certain quantity and frequency in a given period. The authors also suggest a classification of loyalty into four categories: (1) loyalty; (2) latent loyalty; (3) false loyalty; and (4) no loyalty. Of these, the first is the result of the intention to buy again and the accompanying attitude, defining the "true" state of loyalty.
In relating the influence of satisfaction on loyalty, Oliver (1999) (2000) and Hurley & Estelami (1998) empirically demonstrated a positive associate between satisfaction, arising from the perception of quality, and future buying intentions, that is, the continuity of the relationship and consequent loyalty of the customer. For these reasons, we expect:
H7: The higher the satisfaction index is, the more loyal customers will be.
After defining loyalty, Oliver (1999) stresses that the best way to reach a state of loyalty is for the customer to believe the company chosen is the best option. Therefore, he considers that besides believing in the company, the consumer must trust the image, information and knowledge, among other factors that enable maintaining the choice over the long term. Also, Grönroos (1997) stresses the importance of the trust and commitment variables in the customer relationship, under the prism of relationship marketing. Based on this, we present hypotheses H8 and H9, also in concordance with multiple studies in the area (Prado, 2004; Oliver, 1999; Bergamo & Giuliani, 2009; Barcelos, Baptista & Silva, 2010) :
The greater the trust in the supplier of services, the stronger the loyalty to this supplier will be.
H9:
The greater the commitment to the supplier of services, the stronger the loyalty to this supplier will be.
The financial result can be defined as the financial value of a customer over a determined period of steady buying from the supplier of a product/service. A positive financial result means the customer generates a profit for the company over the time frame for calculation. This concept is connected to the relationship logic, since maintaining a loyal customer base translates into more consistent and higher profits. Yeung & Ennew (2000) tested the association between loyalty and profitability, where they expected a positive and significant result. This assumption was borne out by the authors by using the American Customer Satisfaction Index (ACSI) with the annual balance sheets of the 200 largest American companies. Johnson et al. (2001) and Guo & Jiraporn (2005) , among others, corroborate this hypothesis. Therefore, our tenth hypothesis is:
The greater the loyalty is, the higher will be the customer's LTR. Having presented the hypotheses, we now set out the model proposed, according to 
METHODOLOGY
This study reports the results of a cross-sectional survey (Malhotra, 2001) . The dimension is quantitative-descriptive and the method applied is hypothetical-deductive (Gill & Johnson, 1997) , based on the theoretical model suggested for testing. To enable the study, the sampling procedure used was non-probabilistic, and also employed the snowball sampling technique, as defined by Malhotra (2001) . The number of observations followed the reference of Hair et al. (2005), who suggest 10 observations per item for better fit of the model tested.
All told, we obtained 493 valid responses, 58% (288) from users of prepaid cell phone plans and 42% (205) from postpaid subscribers. The gender distribution between the types of mobile phone users was mainly women among prepaid users (T =48.808, p<0.001) and predominantly men among postpaid users (T=44.012, p<0.001).
Our data analysis entailed verification of the content validity of the dimensions of the variables proposed in the model and testing the model and study hypotheses between the groups generated from the database. To operationalize the measurement of the variables, we adapted the following scales from the study of Prado (2004): perceived value (4 items), satisfaction (4 items), trust (7 items), commitment (9 items) and loyalty (6 items). The perceived quality scale was adapted from surveys conducted by the National Ryals (2005) . We used two data sources, first by gathering information directly from customers and second by gathering data on the companies in the database.
The process of analyzing the results involved the following main steps: (1) 
RESULTS
The results are presented in the following order: characterization of the sample; a brief description of the data preparation and verification of the model for measurement proposed;
generation of the groups; and presentation of the overall results obtained with the model.
CHARACTERIZATION OF THE SAMPLE
Of all the respondents 53% were women and 47% were men. The characterization of purchasing power, according to the Brazilian scheme of ranking economic classes (A at the top to D at the bottom), was 38% B2, 27% B1, 26%C, 7% A2, 1% D and 1% A1. The breakdown by operators was 51% for Tim, 22% Vivo, 16% Claro and 11% Oi (Brasil Telecom). Among the operators, there was a larger concentration of postpaid users of Tim and of prepaid users of Claro. This information is proportional to the presence of each operator in the base.
The average relationship duration for all the operators together was 49.2 months (SD=34.944), broken down into 41.8 months (SD=27,598) among prepaid users and 59.6 months (SD=41.091) for postpaid subscribers. This information was obtained directly from the responses.
Regarding the past pattern of changing operators, 56% of the 493 respondents had previously used at least one other operator. Therefore, the data were only obtained regarding the relationship with the current operator. The question on the intention to switch revealed that 69% of the respondents had thought in the past about changing to another operator, and of these 308 respondents, 55% said they might switch in the next six months, while 37% said they might do so in the next year.
The respondents were asked the amount spent per month in order to obtain an average value to estimate the profitable lifetime. Among prepaid users, the monthly figure was R$ 25.00 (SD=11.150), while among postpaid users it was R$ 128.00 (SD=91.348). These high standard deviations demonstrate the great heterogeneity of use patterns in the sample studied.
PREPARATION OF THE DATA AND VERIFICATION OF THE MODEL
The result of the factorial analysis confirmed the one-dimensional character of 
GROUPS FOR ANALYSIS OF THE PROPENSITY TO CHANGE OPERATORS
Among the 493 respondents, as observed in the categorization of the sample, there was considerable heterogeneity, including gender, age and type of calling plan, among others already discussed in item 4.1. Therefore, we used information declared by the respondents to assign the condition "will change (1)" or "will not change (0)" operator.
Of the respondents, 308 stated they were predisposed to switch, of whom 48% were women and 52% men, 57% used prepaid calling cards and 43% were postpaid subscribers. Of the consumers with lower propensity to change (185), 61% were women and 39% men, while 60% used prepaid plans and 40% used postpaid ones. Therefore, there was no significant difference in the composition of the two groups only by the categorical variables gender and type of calling plan.
To further verify the differences between the groups (those who declared they would change-Group 1 or not change -Group 2), we contrasted the weighted average or each latent variable between the groups, as presented in In the differences presented, besides the considerations already made about the indicators leading to the classification of the groups, consideration can also go to the distinction of the general evaluations. In this respect, Group 1 (intention to change operator) showed significantly lower values for the constructs loyalty, trust, commitment, satisfaction, perceived value and perceived quality regarding the respective operator. This assessment appears coherent, since those who declared higher loyalty and relationship quality intended to stay with their existing operator for a longer period.
We should note that the time with the company and revenue contributed to the company did not show significant differences between the two groups. According to the customer relationship literature, more loyal customers should be more profitable and remain with the company longer. However, these premises were not found in our sample. This situation might be the result of the heterogeneity of the sample or a reflection of the dynamic of the mobile telephone market, such as the intensity of competition. Due to the nonprobabilistic nature of the sample, it is not possible to extrapolate these results to other users.
TESTING THE MODEL AND THE HYPOTHESES
We tested the structural model using six latent variables and one directly observable variable, as already presented. The results of the hypothesis testing are shown in The fit indices of both models can be considered plausible according to confirmatory factor analysis (CFA). However, we believe a base with more observations for each group could offer better fit. The result of the overall model was based on 493 observations, 185 in Group NC (not willing to change) and 308 in Group C (willing to change), as already presented.
Hypothesis 1, supported by the findings of Eggert & Ulaga (2002) and Marchetti & Prado (2004) , showed a positive and significant relationship. The interpretation of this relationship indicates a situation where the higher the perceived quality is (defined by technical quality, excellence of customer response and payment conditions), the greater will be the impact on the perceived value (defined by effort, time and cost of the relationship).
Both groups proved this situation (ß=0.751, p<0.001 for Group C and ß=0.690, p<0.001 for Group NC). This situation indicates that regardless of the customer profile in terms of propensity to switch brands (particularly in the context of mobile phone operators), the assessments of quality and value are important. The association between perceived quality and satisfaction (H2), with this order of antecedent and consequence, has been recognized in the studies of Fornell et al. (1996) , Jonhson et al. (2001) and Marchetti & Prado (2004) , among others.
Perceived value is also considered to be an antecedent of satisfaction and constitutes the economic dimension (cost versus benefit) of the proposed model. This relation, already noted by Bolton (1998 ), McDougall & Levesque (2000 , Eggert & Ulaga (2002) and Marchetti & Prado (2004) , is positive and relevant, as observed in Group C. However, perceived quality is not the only antecedent of satisfaction according to the literature.
Therefore, it might be that other elements, such as trust and commitment, are relevant for people to tend to stick with brands.
Hypotheses 4, 5 and 6, which replicate the proposal of Prado (2004) about the quality of the relationship, were borne out by both groups (C and NC). Garbarino & Johnson (1999) also found evidence of a complementary association between these variables, making the positive and significant relation between satisfaction, trust and commitment plausible. choice, but also by other variables that offer convenience or impose constraints. In the present study, both groups did not prove this association, as the result of hypothesis 7 demonstrates.
Hypothesis 8, which posits a significant association between trust and loyalty, was not confirmed in either of the two groups. According to Oliver (1999) , the continuity of the relationship between a company and consumer occurs partly by the latter's belief that the choice is best. At this moment, the trust in the brand, the company or its image (for example) is a strong indicator of loyalty to it. This relation, however, rejected in the setting of mobile phone service, can be understood by the Brazilian context itself, by considering some elements, such as the complaint rates among all operators in the country, according to the records of Procon (the consumer compliant office), and perhaps the characteristics of the market structure (oligopoly).
The association of commitment with loyalty, present in H9, was confirmed only for group C. This result agrees the those of Gröonros (1997) and Bergamo & Giuliani (2009) , in affirming the importance of this construct on the continuity of a relationship, and also with Oliver (1999) regarding the comprehension of loyalty by phases, where the higher the commitment is, the greater will be the probability of turning a situation of affective or conative loyalty into loyalty of action.
With respect to hypothesis 10, where we expected a positive association between loyalty and the financial index (LTR), although the literature generally indicates this positive association exists (Yeung & Ennew, 2000; Johnson et al., 2001; Guo & Jiraporn, 2005) , some authors question the linearity and significance of the affinity of the constructs. Gurau & Ranchhod (2002) comment on the difficulty of obtaining a positive relation, considering the subjectivity of measuring the latent variables or the bias that cross-referencing the data can have due to some other factor. These limitations raised by the authors include the type of data collection (cross sectional). It is possible that longitudinal monitoring might offer more concrete information. Therefore, we consider that this hypothesis was not borne out in either group.
In complementary form to the study objectives, we also observed the indirect effects in the structural model. The values in Table 3 show the results obtained: The indirect effects demonstrate that in general (7 of the 10 indirect relations) the constructs for evaluating the relationship, particularly those that explain satisfaction and loyalty, can be observed with greater weight among the evaluations of the group that would BBR, Braz. Bus. Rev. (Engl. ed., Online) , Vitória, v. 8, n.4, Art. 1, p. 1-22, oct. -dec. 2011 www.bbronline.com.br
Evaluation of the customer relationship quality 15 not change operators. The investigation of these effects is relevant since the next step of the study was to verify the predisposition to change operators, considering the possible explanatory power of these constructs. Therefore, direct and indirect effects can help the comprehension of the behavior of these variables, since the linearity of some relations, such as between satisfaction and loyalty, may not be sufficient to understand the results obtained.
EVALUATION OF THE PROPENSITY TO CHANGE MOBILE TELEPHONE OPERATORS
Besides the structural assessment carried out, which demonstrates the predominance of linear relations between the constructs analyzed, to assess the respondents' propensity to change operators we used a logistic regression model in complementary form to try to map the willingness to change. This analytic model follows the principles of multiple regression, with the condition that the dependent variable must be categorical, according to the following formula:
So that:
In this case, the independent variables can be categorical or continuous. The origin equation explains the probability that Y will occur when Xi occurs (Field, 2005) . Therefore, to evaluate which elements can affect the consumers' condition of "will change" or "will not change" mobile phone operators, we tested (in continuous variable character) the constructs for evaluating the relationship with the respective weighted means. We also tested categorical variables such as gender, type of calling plan (prepaid or postpaid), and continuous ones such as time of relationship with the operator (in months) and the declared value of the investment in the services, indicated in this study as the LTR.
This analysis entailed two steps. In the first, we selected cases randomly, according to the random transformation of the numbers by SPSS. For this purpose we selected 70% of the sample, or 348 cases. The results from this initial portion of respondents indicated acceptable fit indices for the situation analyzed. Therefore, we considered step 2 (according to the Of the variables tested, only loyalty and satisfaction were relevant to identify factors that can affect the propensity to change operators, as shown in Table 4 . With respect to this result, we highlight that the other constructs (quality, trust, commitment and perceived value), although also indicated in the literature as variables that can affect consumers' propensity to change suppliers, were not distinctive for this propensity in the present study. This suggests a reflection on the results of the structural model. Despite the direct and positive relations between the constructs, as presented in Table 2 , the number of factors that might have been very important in determining the propensity to switch is reduced (here we suggest the role of satisfaction and loyalty), as well as being nonlinear. Therefore, we believe the use of complementary analytical models is helpful, since what is sought is to explain, from different perspectives, the effect of the consumer's evaluation of the variables studied.
According to the values presented in Table 1 , the constructs loyalty and satisfaction were more important, which can already indicate greater relative importance of these items in the explanation of this model, besides corroborating the results of the logistic regression. It is also important to note that according to the relationship literature, the value of the financial result and time of the relationship with the operator should be higher and significant for the NC group. However, we did not obtain this result. This situation might be due to the sample's profile (non-probabilistic and highly heterogeneous), or the profile of the sector itself, in which frequent special promotions and offers to consumers lead to a particular and hard-to-predict behavioral pattern.
Therefore, it can be said that the more unsatisfied the consumer is, the greater will be the tendency to switch. Utilizing the value of Exp(B) as a reference, we calculated the probability of changing according to the elements evaluated. With respect to loyalty, the probability of changing went down to 0.362 ((0.569)/1+0.569), while for satisfaction this decline was to 0.389 ((0.638)/1+0.638). This situation demonstrates the importance of these elements in the evaluation of the consumer in relation to the respective purchasing behavior.
DISCUSSION OF THE RESULTS
The context of mobile telephone service demonstrated, according to the structural analysis, that satisfaction is not a determining factor (at least among the consumers analyzed) of loyalty. Satisfaction alone did not show a direct and linear positive association on the continuity of the relationship. An opposite situation was observed by Moura (2005) , who found a positive and relevant relation between these variables, also in the mobile telephone sector. This situation demonstrates that further studies of this question are necessary. The averages obtained to measure satisfaction were higher in that study than in the present one.
Besides the specificity of the state, other differences, such as the use of a 5-point Likert scale by Moura, might explain the contrasting results obtained.
On the other hand, these two variables demonstrate higher influence on the comprehension of the intention to change operators among the consumers studied. Therefore, it is possible to suggest that although we did not observe a direct and linear relation between satisfaction and loyalty, the assessment of these two elements is relevant to the propensity to change. According to the values indicated in Table 3 , this relation is relevant, and according to the results of the logistic regression, individuals who are less satisfied tend to be lees loyal, and thus more likely to switch operators (at least in the short term, as declared by the respondents).
In contrast, trust, considered to be a fundamental ingredient for a satisfactory customer relationship (Garbarino & Johnson, 1999; Dwyer, Schurr & Oh, 1987; Morgan & Singh & Sabol (2002) . Although a direct association was rejected here, the impact of trust on commitment was relevant, making it possible to consider that trust exercises a certain influence on loyalty through the user's commitment. In the real setting, it is plausible to imagine that the user receives certain stimuli to trust the operator (such as image, response to customer complaints and queries and quality of the services, among others). Development of a feeling of trust by the company tends to trigger the desire to continue the relationship by the customer and the belief that the company is the best option to resolve the customer's problems and needs. This fact, if confirmed, tends to keep the customer loyal to the company. However, this variable appears not to have a direct effect on the propensity to change operators, according to the result of the logistic regression.
Added to this context is the positive influence of satisfaction on commitment, as proposed by Prado (2004) and Bergamo & Giuliani (2009) , based on the premise that the consumer's commitment leads to a lasting relationship with the company. Therefore, satisfaction is taken as one of the vectors that cause that commitment. Besides this, there is the positive and significant effect of perceived value on satisfaction, which allows inferring the valorization of the economic perspective proposed by Zeithmal (1988) and corroborated by Marchetti & Prado (2004) , in the evaluation of customer satisfaction. We observed these findings only in the structural analysis, so despite the positive and significant impact of this association, we suggest that future studies should investigate, from other perspectives, the influence and explanatory power of these constructs on the propensity to change.
Finally, from the standpoint of relationship marketing, the lack of statistically significant confirmation of the relations proposed in hypotheses 7, 8 and 10, and partially in 2 and 9, might have been due to the particular nature of the sector, or the heterogeneous profile of the sample, facts that again urge future investigations specifically according to user profile.
FINAL CONSIDERATIONS
Although we recognize it is not possible to generalize the empirical findings reported here, we can highlight as the main contribution of this study the use of logistic regression to understand (and try to predict) consumer behavior, as well as the effort to establish the complementarity of the results, obtained by testing the structural model.
The relation between satisfaction, loyalty and the financial result index were not confirmed in direct and linear form (results obtained by using structural equations), especially the association between satisfaction and loyalty on the one hand and the financial result on the other. This situation suggests a certain restiveness, since the theoretical premises imply a positive relation of these two pairs of constructs.
The logistic regression showed that customer satisfaction and loyalty are essential elements to determine the propensity to change operators. In other words, the evaluation of these variables is relevant, but not linear, as demonstrated by the results of the structural model. These results corroborate the premises found in the customer relationship literature.
Therefore, we suggest that the use of logistic regression, as a way to understand the propensity of customers to change suppliers, can help better understand the results obtained.
The SEM basically demonstrated linear relations between the variables. In contrast, the logistic regression permitted recognition of the independent variables that best explain the behavior. Therefore, the complementary use of these statistical tools allowed a better understanding of the propensity of mobile phone users to change operators.
In closing, this study reflects the richness of the information on the interactions between the behavioral aspects and financial result in evaluation of the customer relationship by companies and suggests that the systematized control of this information can support the marketing strategies of mobile telephone operators.
